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Persuasion Tactics of Salesmen : Moderating Effect in Regards to the
Purchasing Patterns and Gender of College Students
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Abstract The purpose of this study is to investigate how the customer's attitudes and behavioral responses, depending
on the persuasion tactics of salespeople in customer service and meeting point. The tactics of persuasion of customer
acceptance and purchase depending on the type of salesperson with proven effectiveness of even comes out to
investigate what results according to the purchase form and the customer that the customer consumes gender. Results
First, the tactics of persuasion tactics of coercive tactics to mention the loss of a salesman showed that increasing
the degree of acceptance than non-coercive tactics to help consumers buy the information provided above. Second,
coercive tactics to adjust the effect with respect to the degree of acceptance of the purchase of helping consumers
to purchase in the online form has been proven to be more effective than non-coercive tactics case. Third, adjusted
for gender effects were proven to help women with respect to the degree of acceptance of a consumer purchases more
effective than men. That is, in consumer contacts, the persuasion tactics of salespeople depending on the customer's
acceptance and purchasing intention showed that coercive tactics has the more positive impact on online forms and
women.

Keywords : Coercive tactics to persuade, Degree of acceptance, Gender effect, Non-coercive persuasion tactics,
Purchase intention, Purchase pattern
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Table 1. Validity Assessment
Degree of Purchase .
. Communality
acceptance Intention
1 .857 265 .805
Degree of 2 .836 .054 702
acceptance 3 824 216 725
4 810 324 761
Purch 1 175 914 867
urehase 2 191 903 851
Intention
3 .259 .841 774
Eigen Value 4.015 1.470
Variance Y ) 0
Explained (Total) 57.354% 21.004% (78.358%)
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Fig. 1. Purchase form of regulatory effects
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Fig. 2. Purchase form of regulatory effects
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Fig. 3. Moderating effects of gender
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Fig. 4. Moderating effects of gender

Table 2. Hypothesis test result

—— Women

Hypothesis Hypothesis Content

Result

Coercive persuasion tactics of salespeople will
have a more positive impact on the degree of
consumer acceptance.

Hypothesis 1

Accept

Coercive persuasion tactics of salespeople will
have a more positive impact on purchase
intention of consumers.

Hypothesis 2

Accept

The influence of persuasion tactics of salespeople
on the degree of consumer acceptance will be
moderated by purchase patterns. Coercive
persuasion tatics will have a greater influence on
the degree of acceptance in online purchase than
in offline purchase.

Hypothesis 3

Accept

The influence of persuasion tactics of salespeople
on customer purchase intention will be
moderated by purchase patterns. Coercive
persuasion tatics will have a greater influence on
customer purchase intention in online purchase
than in offline purchase.

Hypothesis 4 Accept

The influence of persuasion tactics of salespeople
on the degree of consumer acceptance will be
moderated by gender. Coercive persuasion tatics
will have a greater influence on the degree of
acceptance of female consumers than that of
male consumers.

Hypothesis 5 Accept

The influence of persuasion tatics of salespeople
on customer purchase intention will be
moderated by gender Coercive persuasion tactics
will have a greater influence on purchase
intention of female consumers than that of male
consumers.

Hypothesis 6 Accept
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